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BREAKING DOWN THE BARRIERS 





ho could have foretold the dramatic global 
changes that would take place at the outset 


of this decade? Geographical and 


political boundaries are blurring, and in some 
cases, disappearing. This we have seen in the 
reunification of Germany, and will see once 
more with the creation of a single European 
market scheduled to take place in 1993. This 
breaking down of national borders will have a 
major impact on international trade, as 340 







CAMPRI INTERNATIONAL INC. 


A RETRO 


r : QV he Summer/Transition col- 
lections expand on the major 
themes of Spring. Designers 

return once again to the ’50s and 60s 

for much of their inspiration. 

Seasonless clothes, in a variety of 

washable fabrics (silks, knits, stretch), 

hit the mark in all price categories. 

Other fabrications include eyelets, 

piques, laces, cottons, and viscose 

and linen blends. Pucci prints and 
psychedelics, florals (especially dais- 
ies and roses) predominate. Keep 
your eye on hoods and drawstrings, 
zipper and lace-up treatments, em- 
broidery, cut-out effects, and buttons 
of all types. 


The pivotal piece is still the jacket, 
shaping up long and fitted, or some- 
what loosened up. Other options 
include the elastic waisted “girl- 





million consumers from the 
European Community (EC) wield 
massive purchasing power worth 
some $3,325.6 billion! Add to this the 
gradual transition towards free 
market economies in Eastern Europe 
(with 420 million consumers), and we 
are looking at a marketing force that 
is the largest in the world. How does 
this affect the textile industry in 
particular? In 1989, the recorded EC 
textile sales were 93.8 billlion units at 
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SUMMER 


friend” jacket, classic cardigan, or 
short and shapely styles. Bombers 
and parkas are also hot for active- 
wear. Skirts run the gamut from 
short slim or pleated styles to long 
and full; while pants encompass a 
whole range of options from bike 
and walk shorts, to leggings, stirrups, 
capris, and the newest—full legged 
trousers. Some of summer’s best: 
KAREN KANF’s nifty nautical in- 
spired single breasted notch collared 
crop jacket over walk shorts, in navy 
with gold banding at sleeves and 
hem; and her loose cutaway shirt in 
beige/white wide striped linen over 
softly pleated pinstriped trousers. 
Also—CAMPRI’s color blocked 
jewel toned interlock front jacket and 
cigarette pants, RANDY KEMPER’s 
bright silk crepe bomber and shorts, 
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a value of approximately $1.35 per 
unit with Italy ranking first, then the 
Federal Republic of Germany, fol- 
lowed by France. However, as Messe 
Frankfurt Interstoff points out, since 
German reunification, Germany now 
leads in these staggering sales statis- 
tics. And Interstoff, as well as 
Premiere Vision, and the New York 
Fabric Show, three major world 
textile exhibitions, may be the prov- 
ing ground for this “new inter- 
national” textile community. 


“The international textile trade is 
booming,” claims Dr. Wolfgang 
Kater, member of the board of 
Management of Messe Frankfurt 
GmbH. He adds, “It is growing twice 
as fast as overall global trade. For 
1990, the worldwide export volume is 
expected to reach $3.3 billion. This 
represents a rate of growth of around 
60% compared to 1980. Although 
this overall increase in the inter- 
national export volume is quite 
impressive, it is still surpassed by the 
development within the textile 
sector.” Attempting to “break down 
the barriers” in the textile industry, 
and encourage more U.S. companies 
to exhibit in Frankfort, Messe 
Frankfurt recently made a presenta- 
tion (in New York), to textile manu- 
facturers and to the press, detailing 
their different textile shows. Inter- 
stoff, their trade fair for clothing, 
which is held twice a year, focuses on 
Spring/Summer and Fall/Winter 
offerings. According to Dr. Kater, 
the 64th Interstoff, held in October 
1990, drew some 29,000 visitors from 
80 countries, and featured 1,200 
exhibitors from 39 countries. This 
reflects an 8% increase of visitors 
over their prior show, and the highest 
degree of international exhibitor 
participation, an impressive 80%. 
Importantly, some 45% of the buyers 
came from other countries! Curren- 
tly Messe Frankfurt is concentrating 
on further increasing the proportion 
of foreign trade visitors. With these 
promising statistics, they are hopeful 
that the U.S. manufacturer will 
capitalize on this burgeoning market. 


Premiere Vision, the French fabric 
show, is also held twice yearly. 
Established in 1974, as “Tissus de 
Lyon,” by a group of 15 manufac- 


turers, its purpose was “to develop a 
new approach to world markets...” 
From 1977-80, the more dynamic 
firms from other sectors of French 
industry (encompassing cotton, wool, 
knits) joined the new “Salon.” 

By 1980, the success of “Premiere 
Vision,” as it was now known, drew 
the attention of other European 
countries who wished to participate. 
As a result, in October 1980, certain 
selected companies from these coun- 
tries were allowed to exhibit along- 
side their French counterparts. In 
1989, they opened their doors even 
wider to include other sectors of the 
European textile industry—silkens, 
menswear, woolens, shirtings, and 
braidings. Each of the manufac- | 
turers are held to strict quality con- 
trols. At the most recent show, in 
October, 758 exhibitors participated, 
87 more than the ’89 winter show. 
France itself ranked first, with 210 
exhibitors, followed by Italy and the 
United Kingdom. In terms of inter- 
national visitors, it was heavily atten- 
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ded by the European community, 
and also experienced an increase in 
American traffic (1,379 from the 
US.). “The renown of Premiere 
Vision as a crossroads of the world, 
and as an observatory on inter- 
national fashion, needs no longer to 
be proved, says Louis-Charles Bary, 
president of the Textile Industries 
Union and a member of the Board of 
Premiere Vision. “By bringing to- 
gether a European concertation for 
..the synthesis of the promotional 
trends as defined by each country, 
Premiere Vision has contributed 
strongly in confirming the upscale 
image of European textile...” Although, 
at present, it does not accept appli- 
cations from outside of Europe, Cyril 
Xuereb, of Sophie Xuereb & Associ- 
ates, acting as a spokesperson for 
Premiere Vision, offers hope of fur- 
ther internationality. “Premiere 
Vision is currently studying the pos- 
sibility of American and Asian mills 
joining them at a future date.” 


continued on page 3 





THE ACTIVE LIFE 


ome of the biggest clothing 
tn trends of the ’80s began life as 

activewear. Cycling shorts 
borrowed from bike messengers be- 
came the hottest designer trend on 
both sides of the Atlantic, stirrup 
pants left the ski slopes for city side- 
walks, and the fanny pack became 
the ubiquitous item with unisex 
appeal worldwide. This was only the 
beginning. Apparel has become the 
fastest growing sector of all sporting 
goods, with over $23 billion worth of 
retail sales in 1989, and a 10% aver- 
age growth each year. In 1990, the 
figure reached $28 billion wholesale. 


From the courts to the tracks, cross- 
over dressing has influenced and 
even revolutionized clothing with 
sophisticated styling and space age 
technology. Fabrics and fibers such 
as COOLMAX, BION 11, GORE- 
TEX AND THINSULATE, which 
until recently were only a chemist’s 
dream, have become staples in act- 
tivewar apparel. Some of the ideas 
designers envision for the "90s: 


tennis skirts in untraditional fabrics 
that go beyond the court, casual jac- 
kets with built-in backpacks, micro- 
fiber anoraks in glamourous shades 
for winter, jazzy colored golf clothes 
moving off the course, biker style 
shorts and layered looks for the 
beach, goalie shirts and football 
pants to team up with sportswear off 
the playing fields, and finally, active- 
wear Classics mix/matched in offbeat 
colors and shapes. 


Active sportswear was given a shot in 
the arm recently by the SPORTS 
APPAREL PRODUCTS COUNCIL, 
which presented a lively fashion 
show at F.I.T., sponsored by the 
SGMA (SPORTING GOODS 
MANUFACTURERS ASSOCIA- 
TION), a national association of over 
1,800 sporting goods companies, and 
over 300 activewear apparel firms. 
According to Maria Dennison, 
executive director of SGMA, “active- 
wear in 1991 will chart new direc- 
tions. The classics are strong, but the 
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And what of the U.S.? The New York 
Fabric Show, which was founded 
seven years ago and is organized by 
AETEC is about to enter its 14th edi- 
tion, which will take place April 16- 
18, at the Jacob K. Javits Convention 
Center. A semiannual event, the 
most recent show (Oct. 90) drew 300 
exhibitors from 22 countries rep- 
resenting fabric collections from 
mills, trimming suppliers, color 
forecasting and design services, and 
CAD/CAM systems suppliers. This 
reflected an increase of exhibition 
size of 15% over the prior year. “It’s 
an international show which hap- 
pens to be held in America, stresses 
Bernard Tubiana, show director. “It 
should be an open marketplace, with 
designers having the choice..That’s 
the American way.!” When asked 


the breakdown of American and 
foreign exhibitors, Mr. Tubiana res- 
ponded, “We’re getting into such a 
multi-national scene..I try to unite 
not divide. I truly have stopped 
breaking it down that way. We real- 
ized it wasn’t really what counted. 
What counts is the quality - and how 
the designer responds.” However, he 
feels that with the favorable ex- 
change rate, the next two years will 
bring even more foreign participa- 
tion. “We're seeing lots more Euro- 
peans and South Americans coming 
over to take advantage of the resour- 
ces that are available here, and not 
available in Europe. America can 
sell a product, shipping included, for 


less than they can make it in Europe. 


And Europeans will discover this. 
America has made great strides in 


quality, creativity, and delivery. All 
of this will come together,” he con- 

cluded, “and they will be ready for 

exporting, which traditionally they 

have not been.” 


No longer, it seems, are textile com- 
panies restricted to marketing their 
wares at “home.” Convenience, fluc- 
tuating exchange rates, and free 
enterprise are rapidly becoming the 
global motivating forces. In the 90s, 
mills will finally be able to pack up 
their samples and literally “take the 
show on the road” following only the 
current market demands, unhindered 
by the barriers of nationality or 
nationalism. 
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The Active Life continued 

directional looks are what’s really 
happening.” Following are some of 
the highlights of the show which 
focused on Spring into Fall ’91 styles. 


For on or off the tennis courts: 
REEBOK’s quilted anorak in juniper 
blue over TAIL’s white micro-pleated 
tennis skirt, worn with DANSKIN’s 
white lace leotard; and FILA’s classic 
pleated tennis skirt over BIKE’s red 
compression shorts topped off with a 
jaunty sailor shirt. REEBOK wins 
awards with a babydoll tennis dress 
in white with gold trim. Golfers 
score with NORDICA’s sophisticated 
burnt orange swing jacket with inver- 
ted pleat back, orange plaid shorts 
and LE COQ SPORTIF’s white cot- 
ton tank. MARCIA ORIGINALS 
ensemble echoes the 1920’s with a 
lavender top in French terry with 
diamond appliques, and lavender 
print knickers. 


Fitness fanatics (and couch potatoes) 
will look great working out in 
PUMA’s black crinkled nylon pull- 
over, layered over ASIC’s poly/cot- 
ton top and granite print running 
shorts. For the stylish jock, HIND’s 
royal blue racer jacket and tights 
look streamlined. And cycling 
enthusiasts can breakaway from the 
crowd in PRINCE’s cross sport jac- 
ket in coral/marine blue with multi- 
pockets and built-in backpack, worn 
with a matching coral skirt and yel- 
low padded bodywear by ANDIAMO. 


The key words here are chic and 
safety. 


Winter wear take a hike in ROYAL 
ROBBINS classic all-American 
khaki cotton anorak, mustard camp 
shirt, magenta turtleneck, and black 
shorts; and TIMBERLAND’s leather 
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trimmed micro-fiber jacket flung 
over RUSSELL’s grey fleece sweat- 
pants and mauve sweatshirt. Both of 
the outfits are for men. For ladies, 
NIKE takes a fresh approach to all- 
condition gear in olive/violet with 
contrasting rose zippers and multi- 
pockets, and pairs this with matching 
violet pants. ALPINE DESIGN 
shows the versatility of their down- 
filled anorak in black/teal/magenta/ 
lime by throwing it over a jean jacket 
and a little black dress. For sun 
worshipers, beachwear shapes up 
like this: SPEEDO’s orange nylon 
jacket over a training bikini in a 
neon orange/hot pink combo, 
HIND’s bright Supplex racer back 
tri-suit, and DANSKIN’s sleek and 
sexy tank suit in black BION 11. 


For additional information, contact 
Maria Dennison, Executive Dir., 
SGMA, 200 Castlewood Drive, No. 
Palm Beach, FL 33408-5696 or phone 
(407) 842-4100, fax (407) 863-8984. 


+ 








DESIGNER FOCUS 


THE SMITHS 


This Spring/Summer collection from 
The Smiths launches them into the 
world of wholesale fashion. In 1985, 
operating only as a retail store (pre- 
sently retail/wholesale), they show- 
cased a variety of women’s and 
menswear designers. Responding to 
requests from customers, they placed 
some of their own designs alongside 
their peers. These proved so popular 
that The Smiths’ own label was born. 
Elizabeth Smith (womenswear 
designer) and her husband, Anthony 
(menswear designer), are the iden- 
tities behind the label. “They’re very 
concerned with quality fab- 
rications...with the construction, so 
they use a lot of men’s tailors to 
make the outfits up. That way you 
get the old quality of handmade 
pieces, the kind you rarely see 
nowadays except with the English... 
on Savile Row,” says “X”, The 
Smiths’ press agent. That British 
mood permeates their collection, 
with a meticulously tailored finish on 
designs that combine the classic with 
the directional 


The palette for Summer 91 womens- 
wear is an earthy one, comprising 
khaki, beige, white, cream, taupe, 
moss green, blues, and black. Skirts 
veer from very short to the ultra long 
(36”), with wrap and six panel ver- 
sions in cotton gabardine, linen/ 
rayon, lightweight wool and silks. 
Pants, in the same fabrications, plus 
cotton and voile, offer the option of 
full and flowing, modified jodphur 
styles, and single pleat or military 
trousers. These are teamed with a 
variety of tops—halter wraps, mock 
turtles, classic shirts, and hooded or 
peasant blouses. Dresses offer a 
choice of hemlines. Basic little 
dresses in cotton, linen/rayon, and 
lightweight wool vie for attention 
with a long “U” back dress in linen/ 
rayon, or an ankle length sheer dress 
with slip in cotton organza and silk. 
Combining a little of both, the riding 
coat dress, in lightweight wool, is 
short at the front and dips sharply at 
the back; featuring cutaway sleeves, a 


large pointed collar, and five over- 
sized distinctive buttons, this piece 
can be worn alone, as a dress, or over 
voile palazzos, as a tunic. One can 
really see the fine hand finishing in 
the jackets, which have incredibly 
practical and superbly finished 
details—such as pockets sewn into 
the seam so that the silhouette is flat, 
and neat quilting underneath collars. 
Their short trench coat in blue or 
off-white cotton features pockets 
which are accessible from inside as 
well as outside. These pockets are 
also found in an evening coat of 
green iridescent rayon taffeta. Other 
outstanding silhouettes are a Tyrolean 
cotton jacket with elegant silver but- 
tons, and a long belted jacket with an 
inverted pleat at the back. Also 
available is a plethora of cotton or 
linen handloomed and hand cro- 
cheted knits, in coordinating hues 
and multi-styles. 


Wholesale: $80-$505 
454 Broome Street 
New York, N.Y. 10013 
(212) 431-3641 


continued on page 5 


A Retro Summer continued 


MICHAEL KORS’ 3-button blazer 
and flippy kilt in brown cotton 
gabardine, and CATHERINE 
LOVER’s “Vassarly” color blocked 
career ensemble in bright cotton knit. 


Shirt designers are in an eclectic 
mood. Influences range from folk- 
loric to whimsical graphics and con- 
versational prints. Look for a wealth 
of subtle detailing—from faggoting to 
appliques and embroidery. Out- 
standing—PAUL ALEXANDER’s 
subtle folkloric embroidered sand- 
washed silks in spice tones, OLEG 
CASSINYIs spectacled printed classic 
shirt, and HAVANA’s short sleeved 
sequin embroidered big shirt in 
reverse wash charmeuse. 


Sweater girls will have a field day 

in everything from retro inspired 
cropped pull-ons and cardigans, to 
oversized tunics and big sweaters. 
MICHAEL SIMON’s tongue-in- 
cheek % sleeved cropped cardigan in 
a chalky bright ramie/cotton blend 
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features shoes, lipstick buttons, and 
even a “pearl” necklace, all in 
crochet! At CAROLYN EVE, the 
cropped sweater turns up in a crew 
neck chenille in a whole range of 
colors. JOAN VASS U.S.A. pairs an 
oversized easy V-neck open weave 
sweater with pull-on shorts, in shades 
of ivory, buff, or linen. 


The dress market stresses versatility. 
Look for simple shapes and extreme 
femininity. Designers endorse the 
short dress, color blocking, and 
prints—especially big bold florals. 
Dots, checks, abstract, and conver- 
sational patterns also appear. Direc- 
tional colors are white, black, soft 
brights, (especially all shades of 
green and red), and traditional spice 
tones. Crisp fabrics are the clear 
winners (linen, cottons, silks, etc.). 
At night, designers dress up with 
sequins, beaded fringe, pearls, and 
eye catching embroidery. Shapes run 
the gamut from the shirtwaist to the 
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Designer Focus continued 


TRINDER & BOYLAN 


The designer duo, Marscia Trinder 
and Nuala Boylan, bring a wealth of 
creative experience to their recently 
formed label. Since her arrival from 
London, 25 years ago, Trinder has 
had a couture line under her own 
name, and gained renown as a cos- 
tume designer. Her credits include 
such productions as “Hair,” and her 
client list included Elvis Presley, 
Mick Jagger, and Carly Simon. 
Boylan, a graduate of the Chambre 
Syndicale de la Haute Couture in 
Paris, has worked for both American 
Vogue and Harper’s Bazaar, as a 
fashion editor (presently she is a con- 
tributing editor for Elle). 


Trinder & Boylan’s Summer Collec- 
tion exudes a carefree, youthful 
mood in simple yet elegant styles. 
One group in cotton mattress ticking 
stripes, offers a slim short skirt (20” 
or 23”), with a luggage zip front. 
That same outsize zipper appears on 
a tapered pant with slit pockets, and 
on a tunic vest which features 
embroidered “tattoos” on its two 
front patch pockets. The motif, com- 
prising birds and the words “True 
Love,” is also embroidered onto a 
baseball jacket with elasticized collar 
and cuffs. The shirt jacket, with 4 
curved pockets, is accented with crys- 
tal on black clay buttons. All but- 
tons in the collection, are customized 
and handmade for the company. 
The tattoo theme continues in a sub- 
tle print group of 100% rayon, and in 
a bright pink cotton Lycra group. 
The “Shanghai Sateen” group in 
white and black, includes a figure- 
hugging dress with a single strap 
crossing over from right to left, as 
well as the “Casz jacket,” a notched 
collar blazer with two pockets and 
large daisy buttons. Simply stunning 
in the black cotton Lycra group is 
“Audrey Long,” a sensual sleeveless 
column which caresses the curves all 
the way to the ankle (with back slit). 
This style is also available in the 
“squiggle” fabric in aqua with pink 
print, or coral with yellow. 


Wholesale: $75-$230 
202 West 40th Street 
New York, N.Y. 10018 
(212) 575-2728 


MARIBEL GARCIA 


Maribel Garcia has established her- 
self in her native Mexico as one of 
the nation’s leading fashion design- 
ers. Her background includes a de- 
gree in computer engineering, and a 
master’s degree in Color & Design 
from Centro de Diseno. In 1988 she 
was awarded Mexico’s Gold Medal 
for Fashion Design from the Palacio 
de Hierro, and the Defile de Mode 
Mexican Award in Montreal. With 
her Spring/Summer collection, she 
makes her debut in the U.S., and 
introduces us to her elegant daywear 
and exquisite eveningwear. “My 
clothes are for women like me, 
women of the 90s with dual lives,” 
states Garcia. “Women who require 
one look during the day, and want to 
make the transition into evening with 
the addition of a scarf and jewelry, 
and look perfectly elegant.” 


A signature fabric, and one which 
accents many of her ensembles, is 


RETRO continued from page 4 


flared A-line, trapeze, shift, and slip 
dress. The latter shape is an impor- 
tant look under jackets. Keep your 
eye on the Empire, low blouson, and 
hip belted silhouettes—they’re up 
and coming. Some of the highlights: 
TERI JON’s cotton damask 2-piece 
with a patch pocket white tunic 

and short black skirt, STEVEN 
STOLMAN’s bright color blocked 
linen coat over black shift, and 
RONNIE HELLER’s ’50s inspired 
zip-front cotton twill shirtwaist. 
These are the stars for night: AJ. 
BARI’s double layered halter chiffon 
swing sparked with sequins, RAUL 
BLANCO’s jet beaded bare back 
sheath in black crepe, and DONNA 
RICCO’s white sequin striped/black 
faille cocktail shaker. 


+ 


the skin of a fish called “gallineta.” 
In conjunction with the Mexican 
Department of Fisheries, she de- 
veloped the “piel del mar” tanning 
process which enables her to utilize 
it in a variety of colors in her apparel 
(including swimwear), and in her 
accessory line of handbags, scarves, 
and hats. Appropriately her influen- 
ces come from the characteristics 
and colors of the sea. This is obvious 
in her “Mermaid” wedding gown 
which is a fantasy come to life! A 
sensuous long column in white satin, 
the train, like a fin, flows behind in 
pleated iridescent gold organza. The 
bustier bodice is formed from two 
“shells” of iridescent piel del mar 
and organza; while similar fab- 
rications are structured into a 
dramatic headdress adorned with sea 
shells. The veil, in hand-painted 
silver tulle, cascades like a fountain. 
Her summer evening two-piece 
ensemble, in purple metallic organza 
with full, pleated palazzos, is 
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completed by a matching off-the- 
shoulder top (accented with white), 
which bares the midriff. For day, a 
shapely navy linen dress, with con- 
trasting linen inserts, scoops into a 
low rounded back. A jacket, also in 
linen and color blocked in yellow 
and white, features an asymmetrical 
front closure and Garcia’s signature 
sterling silver buttons with a shell 
insignia. It tops high-waisted linen 
pants or a white linen slim skirt. For 
outrageousness, nothing beats the 
piel del mar ultra-short shorts, worn 
under an azure Abraham silk 
mousseline oversized blouse with 
silver buttons. And, the perfect top- 
per for any of her outfits, is the capa- 
cious and opaque fly coat in white 
Abraham silk gazar for day, and the 
evening version in gold iridescent 
silk organza. Her summer swimsuits 
are high-cut and glamourous in a 
myriad of metallic Lycra fab- 
rications, many topped by easy 
cocoons in iridescent organza. 


Wholesale: $85-$2190 

214 West 39th Street, Suite 200B 
New York, N.Y. 10018 

(212) 768-0903 


INTERNATIONAL 


DATELINE, . . 


FEB. 13- O 
U.S. TEXTILE & APPAREL SHOW 

FEB. 17-19 NEW YORK 
EUROSTYLE (Menswear) 

FEB. 17-20 NEW YORK 
FFANY (Footwear) 

FEB. 21-24 MADRID 
IMAGENMODA & CIBELES 
(Womenswear) 

FEB. 24-26 NEW YORK 


FASHION COTERIE/NOUVELLE COUTURE 
(Womenswear/Accessories) 


Publisher: Ruth Finley, (FASHION 
CALENDAR/INTERNATIONAL) 
Editor: Deborah Brumfield 
Associate Editor: Maria Carzis Boyes 


Copy Editor: Elizabeth Garcia 





MARIBEL GARCIA 


FEB. 24-26 NEW YORK 
DONNA MODA 

(Italian Womenswear) 

FEB. 24-26 NEW YORK 
CANADA MODE 

(Canadian Womenswear) 

FEB. 24-26 NEW YORK 
NEW YORK GIFT SHOW 

FEB. 24-26 AMSTERDAM 
MODAM (Men’s & Womenswear) 

FEB. 25-MARCH 8 NEW YORK 
FALL | MARKET (Women) 

FEB. 25-28 LOS ANGELES 
CIMM (Menswear) 

FEB. 28 MUNICH 
ISPO (Sports Equipment, Fashions) 
MARCH 3-7 MILAN 


FALL DESIGNER COLLECTIONS 
(Womenswear) 


Contributors: Bridget Biggane, NY 
Virginia Borland, NY 





MARCH 4-8 NEW YORK 
ACCESSORY MARKET 

MARCH 4-8 NEW YORK 
HOSIERY MARKET 

MARCH 7-10 LAS VEGAS 
MAGIC (Men’s) 

MARCH 8-11 LONDON 


FALL DESIGNER COLLECTIONS 
(Womenswear) 

MARCH 8-11 LONDON 
LONDON DESIGNER SHOW (Premiere) 
(Womenswear) 


MARCH 9-12 LONDON 
BRITISH DESIGNER SHOW 
(Womenswear) 

MARCH 10-12 NEW YORK 
N.Y. PRET (Womenswear) 

MARCH 10-13 SAN FRANCISCO 
NATIONAL SEWING & CRAFTS SHOW 
MARCH 10-13 DUSSELDORF 
IGEDO (Int'l Fashion Fair) 

MARCH 11-13 NEW YORK 
INTIMATE APPAREL MARKET 

MARCH 13-20 


PA 
FRENCH DESIGNER COLLECTIONS 
(Womenswear) 


MARCH 14-16 MILAN 
MODA IN (Textiles) 

MARCH 15-18 MILAN 
MIPEL (Leather) 

MARCH 16-19 WASHINGTON, D.C. 
LUGGAGE & LEATHER SHOW 

MARCH 16-19 PARIS 
PREMIERE VISION (Textiles) 

MARCH 16-19 PARIS 
INDIGO (Textiles/Yarns) 

LOOKING AHEAD. . . 

APRIL 1-12 NEW YORK 


NEW YORK DESIGNER COLLECTIONS 
(Womenswear) 


EDITOR’S NOTE 
ON APRIL 12, IN NEW YORK, 
PREMIERE VISION WILL 
PRESENT (FOR THE FIRST TIME), 


A CAPSULIZED VERSION OF THEIR 
SHOW FEATURING THEIR TREND 
INFORMATION. CONTACT: 
SOPHIE XUEREB & ASSOC. 
(212) 751-6977 
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